
How to Become a

Media Darling

By Blue Marlin Partners



How to Succeed With Reporters  

to Generate Media Coverage

These suggestions are based on my 20 years of media relations 

experience and 10 years working as a daily newspaper reporter.

Why are some people quoted  
in the media and others aren’t?

Or, more importantly, 
how do I get quoted?

Answer: 

Become a media darling.



Have A Provocative Point-of-View. 

Reporters are interested in experts who are colorful and candid. 

You need to be quotable. That doesn’t mean you should abandon 

caution, but don’t waste a reporter’s time with drivel. You’ll never 

make it into a story.

Confirm Your Availability Quickly. 

The faster you get on a reporter’s calendar, the more likely you’ll 

be in the story. It’s best to confirm within a few hours of being 

contacted. As soon as you’re on the reporter’s calendar, you’ve 

frozen out another source.

Recognize You’re Competing Against Others. 

A reporter will often put out a dozen calls on a story, but will 

ultimately go with the best quotes and sharpest insights. That’s 

why you need to be highly quotable and move fast.
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Be Flexible. 

More than half of the time, a reporter is on a tight deadline and 

need to talk within a day or two. If you accommodate the rhythm 

of the newsroom, you’ll get in more stories.

Confirm The Reporter’s Thesis. 

Why are some people quoted consistently in the first few 

paragraphs? Because they succinctly summarize the premise of 

the story. Articulate the reporter’s thesis in your own words, and 

you will get greater play. But only do so if you are genuine about 

the topic.

Give A Telling Example. 

One of the surest ways to be included in a story is to offer an 

illustrative example. Describe a problem your client encountered 

and explain it in detail. The more detail the better. Make sure your 

clients would be comfortable seeing themselves mentioned by 

name or anonymously in a story.
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Have A Soundbite Ready. 

A soundbite has to be short, simple and memorable. All-time 

classics: “Where’s the Beef?” “All We Have To Fear Is Fear Itself.” 

A good soundbite could include an analogy or highlight a “first.” 

“This is the first time we’ve ever seen a client react this way.”

Make The CEO Available. 

Reporters want to speak to the top dog. All things considered 

equal, a reporter will quote a CEO instead of someone with a 

lesser title. Getting direct access to the CEO demonstrates a 

reporter’s clout and helps sell the story to their editor. The story 

immediately becomes more credible and authoritative.

Suggest A Story Idea That Hasn’t Been Covered. 

Reporters love sources who give them ideas no else has written 

about. They’re very competitive. Feed a reporter scoops about a 

trend that’s under the radar and you’ll have a friend for life.
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Avoid Shameless Self-Promotion.

Reporters aren’t going to write a Valentine about you. A storyline 

or your quote can’t be a product endorsement. Media coverage 

happens at the intersection of interests: When your insight helps 

educate or inform the reporter’s story.

Don’t Be Scared. 

Reporters hate hearing: “Please don’t quote me.” “That’s off the 

record.” “Are you going to use my name?” Trepidation signals 

danger for the writer. Translation: “Don’t be surprised if this 

source demands a correction if it’s not 100% to his or her liking.”

Don’t Ask To See The Story In Advance.

That’s an absolute deal-killer. It won’t happen even if you ask. 

It also shows you don’t understand the game. Occasionally, a 

reporter will ask you to review a quote or paragraph. That’s great. 

Asking to see the full story before it’s published is guaranteeing 

you’ll be permanently crossed off the reporter’s callback list.
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How You Can Get Even More Coverage
Work with PR professionals who know the game. The most effective people  

are those who have worked in the media. They understand deadlines, how to 

pitch a story, and how to avoid irritating reporters. Blue Marlin Partners has  

had extensive experience in the newsroom.

Get media training. 
It’s worth the investment. Not only will the training increase your media 

coverage, it will also help in every other kind of business communication.  

Media training can cost between $3,500 and $5,000.

Share this:

Promote The Story (and Reporter) Across Social Channels.

Include the reporter’s Twitter handle in all of your social postings 

of the story. That small, generous detail not only helps boost 

their social clout, but it makes them feel good and makes you 

memorable to them for the future.N
o.
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webinars, video, podcasts, and infographics

 Lead Development—Precision prospecting, 

Want more leads, more clients and deeper 

relationships? Blue Marlin Partners provides 
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Let’s Grow
Want more leads, more clients and deeper relationships?  

Blue Marlin Partners provides the strategy and  

execution to get it done.

PR/Media—Coverage in national, local and trade media

Social Media—A great blog and a presence on key social channels

Content Creation—eBooks, white papers, webinars, video, podcasts, 
and infographics

Website Optimization—Beautiful sites that convert traffic into leads

 Lead Development—Precision prospecting, lead nurturing and  
client referrals

Blue Marlin Partners
Marketing | PR | Social Media

Get Started


